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Implementasi Corporate Social Responsibility PT Bank Maybank Indonesia Tbk 
dalam Mengelola Reputasi (Studi Kasus Program Maybank RISE) 
 
ABSTRAK 
Oleh: Aurelia Monica Setiawan 
 
Perusahaan dalam melangsungkan kegiatannya memiliki keharusan untuk 
menjalankan Corporate Social Responsibility sebagai bentuk tanggungjawab 
terhadap masyarakat. Kegiatan Corporate Social Responsibility perusahaan apabila 
dikomunikasikan dengan tepat juga dapat mempengaruhi reputasi perusahaan 
tersebut. Kenyataannya, perusahaan sebagai good corporate citizen tidak dapat 
mempertahankan kelangsungan bisnis tanpa berkontribusi lebih terhadap 
masyarakat. Oleh karena itu, Maybank senantiasa melaksanakan program-program 
Corporate Social Responsibility yang membantu meningkatkan daya hidup 
lingkungan. Salah satu program milik Maybank adalah Reach Independence & 
Sustainable Entrepreneurship (RISE). Melalui program tersebut, Maybank 
berharap dapat merangkul kaum marjinal seperti penyandang disabilitas dan 
komunitas terpinggirkan agar dapat mandiri secara finansial. Penelitian ini 
menggunakan pendekatan kualitatif dengan metode penelitian studi kasus. Konsep 
utama penelitian adalah mengenai Corporate Social Responsibility dan reputasi. 
Teknik pengumpulan data untuk penelitian diperoleh dari wawancara mendalam 
serta studi dokumen yang sesuai dengan kebutuhan penelitian. Hasil dari penelitian 
ini memperlihatkan bahwa program RISE yang dilaksanakan oleh Maybank kurang 
sesuai dengan standar CSR Process Model. Perusahaan dalam mengkomunikasikan 
program RISE kepada pemangku kepentingan seharusnya memanfaatkan lebih 
banyak kanal. Hasil penelitian juga menunjukkan untuk mengelola reputasi 
perusahaan, Maybank dalam setiap program Corporate Social Responsibility selalu 
melakukan media engagement serta stakeholder engagement. 
 





Corporate Social Responsibility Implementation by PT Bank Maybank Indonesia 
Tbk in Managing Reputation (Case Study of Maybank RISE Program) 
 
ABSTRACT 
By: Aurelia Monica Setiawan 
 
Companies in carrying out their activities are obligated to carry out Corporate 
Social Responsibility as a form of responsibility to the community. Corporate 
Social Responsibility activities if properly communicated may affect the company's 
reputation. Companies as a good corporate citizen can't maintain business 
continuity without contributing more to society. Therefore, Maybank always 
implements Corporate Social Responsibility programs that help improve the 
environment's vitality. One of Maybank's programs is Reach Independence & 
Sustainable Entrepreneurship (RISE). Through this program, Maybank hopes to 
reach out to marginalized people such as people with disabilities and marginalized 
communities to be financially independent. This research uses a qualitative 
approach with a case study research method. The main concept of research is 
regarding Corporate Social Responsibility and reputation. Data collection 
techniques for research were obtained from in-depth interviews and document 
studies that fit the research needs. The results of this study indicate that the RISE 
program implemented by Maybank is not in accordance with the CSR Process 
Model standards. Companies in communicating the RISE program to stakeholders 
should utilize more channels. The results of the study also show that to manage the 
company's reputation, Maybank in every Corporate Social Responsibility program 
always engages in media engagement and stakeholder engagement. 
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